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Abstract
　Given that inbound Chinese tourists are used to culture and history different from those 
in Japan, companies must respond quickly to customer expectations when engaging with 
tourism. There is a growing awareness that the approach of many marketing activities carried 
out by companies dealing with these tourists to date may not be adequate. By reconsidering 
the service industry from the perspective of value co-creation marketing, this study aims at 
examining a case study in value co-creation marketing approaches from the perspective of 
inbound Chinese tourists to conceptualize and refine the concept of context management. 
This case study clarifies the process behind generating contextual customer value using a 4C 
approach to conceptualize corporate context management. Many companies have attempted 
to enhance context through direct interaction with customers because of the “inverse 
asymmetry” of information. From the perspective of managing the context of value co-creation 
marketing, we proposed that companies must actively use external interactions when dealing 
with the tourism consumption process of customers.
キーワード： 価値共創マーケティング、文脈価値、４C アプローチ、情報の逆非対称性
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してリニューアルしてから投資家に販売する。そして街の中に SEKAI HOTEL のフロン
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所が離れている。観光客は SEKAI PASS を持参することで提携店舗から多様なサービス
を受けられ地域の祭りや日常生活に入り込むことができる仕組みを確立している。たとえ
ば、SEKAI PASS には提携しているレストランの地図と割引などの特典が示されている。
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することが重要であることが導出できた。
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　In December 2019, the Corona virus outbreak occurred throughout China with its epicenter 
in Wuhan City, Hubei Province. Due to its rapid and widespread incapacitation of social and 
economic infrastructures, China was forced to issue lockdowns in major urban centers. People 
responded to government restrictions and reduced their outings.
　The logistics industry, especially the home delivery service industry, was greatly affected. 
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